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Sun Tzu is the leading name in most studies on the relationship between marketing strategies and warfare. Many of the subjects that the Chinese philosopher considered in his book The Art of War can be adapted to the field of marketing.
For instance, the stage of evaluating the conditions suggested by Sun Tzu is very similar to the SWOT analysis used by businesses in the strategic management process. Sun Tzu divides the environment into two categories: partially controllable factors and uncontrollable factors. The battlefield is a partially controllable factor, while weather conditions are an uncontrollable factor in the strategy literature, as it is in economics and policy literature (MacDonald and Neupert, 2005) . Before deciding on their strategies, corporations should comprehensively analyze internal and external conditions and shape their strategies accordingly, as do parties of a war (Ilıcak and Özgül, 2005) . The counterparts of the concepts offered by Sun Tzu's work in marketing are given in Table 1 (Ho and Choi, 1997) . 
Offensive Strategy
The aim of war is not only to win, but also to make profit.
Profitable
There should be a balance between the firm's need for profit and the consumer's need for value. Opportunism Whoever arrives at the battlefield first can take initiative.
Offensive
The firm should lead the market and leave its competitors in the position of followers. The Power of Defense/Energy The internal structure has to be strengthened for defense. To achieve better results armies should cooperate.
Integrated
Marketing efforts should involve the whole institution.
Planning
The environment and the competitors should be comprehensively analyzed before planning.
Strategic
Analysis is crucial for a winning strategy.
Fighting
When war is decided, action should be taken quickly.
Effective Application
Applied daily in a powerful and disciplined manner.
Source: Ho, S.K. and Choi, S.F.A. (1997 Marketing studies that refer to military literature use various classifications for military strategies. In "The Art of War", the basic war strategies are: defense, offense, flanking offense and guerilla (Garsombke, 1987) . In marketing warfare, defensive strategy is appropriate for the leader, while offense is for challengers. Flank strategy is for firms aiming at certain market segments, and guerilla strategy is good for small firms (Tino,1987) . Meanwhile, in their article titled "Marketing Warfare in the 1980s," Kotler and Singh (1981) looked at marketing warfare strategies in two groups: defensive and offensive strategies. In an article published anonymously on the internet, the most effective military strategies in history are said to be the crescent strategy, shock and awe, blitzkrieg and guerilla warfare(www.frmtr.com), all of which can be considered offensive strategies. The rest of this study will be based on the defensive and offensive strategies from the military literature that Kotler and Singh (1981) adapted to marketing (Table 3) , and other strategies in the literature will be included under these categories.
2.2.1Defensive Strategies
Ries and Trout (2005) asserted that defensive strategies should be used by market leaders that wish to prevent strong maneuvers by their competitors. These are designed to protect the market share of the corporation, to sustain its profitability and positioning (Bogdan et al., 2008) . According to this view the market leader that adopts defensive strategies will defend itself against competitors and strengthen its own position by preventing new threats (new products, new promotional activities and additional services), while it forces its competitor to exhaust its valuable resources (Garsombke, 1987) . Position Defense: The conventional concept of defense is closely related to the reinforcement of the fort. Almost all forts in history have failed in war situations. This strategy is one of the most risky military strategies. The best counterpart to this concept in the business world is marketing myopia. According to this view, the biggest mistake that a powerful brand can make is to believe that growth and profitability will continue. The biggest mistake that a market leader under attack can make is to use all its resources to reinforce the fort around its existing products. According to this view, the best approach for firms that want to avoid this mistake is to reduce risk by expanding towards similar or different fields.
Mobile Defense: Mobile defense is expansion towards new fields that the firm can use for defense or counteroffensives in the future. This expansion is done through market expansion and diversification rather than by increasing the number of brands.
Pre-emptive Defense: Pre-emptive defense is based on the principle that prevention is more advantageous than fighting, and it includes many offensive strategies. For instance, a firm can block a competitor whose market share is rising by finding its weaknesses or by encircling it. Another example of this strategy is market leaders blocking their competitors with new technologies.
Flank Positioning Defense: Flank positioning defense is creating a blockade that will stop the enemy. In this strategy potential threats should be carefully analyzed, and flanks should be reinforced accordingly. It is easy to find examples of firms (eg. Coca Cola) that use flank positioning defense in the business world. The firm launched diet coke before Pepsi Cola and gained power in this segment before its competitor could. The leader of the razor blade market, Gilette, entered the female products market and got an edge over competitors that entered the market later.
Counteroffensive Defense: This is the counteroffensive reaction of the party that is in the defensive position. For instance, when Oxy-5 reinforced its acne medication with powerful promotional activities, Clearasil responded by increasing its promotional activities. Sometimes when the market share is being lost too fast, it is obligatory to respond with counteroffensives. When Gilette gained power in the Turkish market, Derby responded counteroffensively with an intense marketing campaign using its newly created Ali Desidero character.
Strategic Withdrawal: Strategic withdrawal, which is considered to be neither offense nor defense by certain sources, is a maneuver where a firm can focus on important points in order to secure its market power and to be able launch counteroffensives. For instance, Westinghouse used the strategic withdrawal strategy by reducing the number of its refrigerator models from 40 to 30.
Offensive Strategies
Offensive strategies are used by challenger firms to increase their market share (Bogdan et al., 2008) . These are usually recommended for second and third ranking firms in the market. In this strategy the challenger firm finds the Achilles heel of the leader and attacks this point with full force. This offensive strategy is based on finding the weakness of the leader, rather than a head on collision. The leader's weakness can be in a range of fields from product features to consumer service. The challenger can improve its product with new features or try to offer better customer service (Garsombke, 1987) . Offensive strategy types are frontal attack, flanking attack, encirclement, bypass attack and guerilla warfare. The offensive strategies shown in Figure 
Conclusion
The military strategies described in this study are meant to offer new perspectives and guidance to marketing managers in today's intense competitive conditions. There are other military strategies and tactics that are not included in this study and can be used by marketing experts as well. With the proliferation of interdisciplinary studies, military history and military strategies may be analyzed by marketing scholars with different perspectives. For some it is obvious that in marketing warfare, where the market is the battleground, competitors are enemies and CEO's are generals, traditional marketing weapons need to be used more strategically. At this point we believe that military literature can offer guidance to marketing experts. In further research, cyber warfare in military literature and digital marketing can be linked and researched.
